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As it’s known to all that modern society has entered the era of big data, behavioral targeting
advertising as a new form of online advertising penetrates into every cell of net. Behavioral targeting
advertising send advertisements precisely by tracking people’s online behavior. At the cost of selling
Internet privacy by themselves, they enjoy the convenience of advertising.
Since the birth of the Internet, netizens’ privacy concerns restrict the healthy development of
Internet and they hesitate between convenience and Internet privacy. China is entering the era of
‘information superhighway’, people have become more and more dependent on the Internet,
especially the post 90s who grew up with the net. They are often called ‘the generation of Social
network’, because they have high network viscosity.
By quantitative research method of online questionnaire, this research focus the post 90s to find
the relationship between behavioral targeting advertising and privacy concerns. Based on the
literature Review and data analysis, this research has established the model of behavioral targeting
advertising psychological effectiveness.
The results show that privacy concerns have a significant effect on the behavioral targeting
advertising psychological effectiveness. Privacy concerns become a mediator that cognitive effect
impacts on the emotional effect. On the one hand, the post 90’s regard behavioral targeting
advertising as traditional online advertising and they don’t knew it deeply in cognitive degree. That’s
to say, behavioral targeting advertising is elusive to the post 90’s.On the other hand, due to the post
90’s pay attention to Internet privacy, they show strong negative feelings to the targeting advertising
when they are told that the advertisements are send precisely by their online behavior.
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2015 年 2 月发布的《中国互联网络发展状况统计报告》显示：2014年 12月，我国网民
规模达 6.49亿，互联网普及率为 47.9%，2013年底提升了 2.1个百分点。[1]我国网络受众基
数大并保持着一定的增长，具备强大的市场发展潜力。
就网民结构来看，中国网民呈现年轻化趋势，以 10-39 岁年龄段为主要群体，比例合计
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